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Berbelanja secara online mungkin sudah tidak terdengar asing lagi untuk 
masyarakat di Indonesia. Social commerce adalah suatu model bisnis yang baru 
yang berasal dari perkembangan jejaring sosial dan e-commerce, yang di dalamnya 
mempromosikan penjualan produk yang dapat mempengaruhi konsumen yang 
melalui dari situs jejaring sosial dan media yang mapan. Salah satu social commerce 
yang menarik bagi para penyuka buku-buku import adalah Periplus.com. Periplus 
memang memiliki banyak gerai toko offline, namun mereka ingin menyesuaikan 
perkembangan zaman sehingga membuat toko versi online, yakni Periplus.com. 
Penelitian ini bertujuan untuk mengetahui pengaruh antara Enjoyment, 
Perceived Usefulness, dan Perceived Risk terhadap Purchase Intention melalui 
Perceived Value pada konsumen Periplus.com. Penelitian ini menggunakan 
penelitian kausal. Metode pengambilan sampel menggunakan non-probability 
sampling dan menerapkan teknik purposive sampling. Sampel yang digunakan 
sebesar 160 responden pengunjung situs Periplus.com di Surabaya. Alat 
pengumpulan data yang digunakan adalah kuisioner. Teknik analisis data 
menggunakan Structural Equation Model dengan menggunakan program LISREL. 
Hasil penelitian menunjukkan bahwa Enjoyment berpengaruh positif dan 
signifikan terhadap Purchase Intention, Enjoyment berpengaruh positif dan 
signifikan terhadap Perceived Value, Perceived Usefulness berpengaruh positif dan 
signifikan terhadap Perceived Value, Perceived Risk berpengaruh negatif dan 
signifikan terhadap Perceived Value, Perceived Risk berpengaruh negatif dan 
signifikan terhadap Purchase Intention, dan Perceived Value berpengaruh positif 
dan signifikan terhadap Purchase Intention 
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EFFECT OF ENJOYMENT, PERCEIVED USEFULNESS, AND 
PERCEIVED RISK ON PERCEIVED VALUE AND PURCHASE 




Shopping online may not sound familiar to people in Indonesia. Social 
commerce is a new business model that originates from the development of social 
networking and e-commerce, which promotes the sale of products that can affect 
consumers through established social networking and media sites. One of the 
interesting social commerce for import books is Periplus.com. Periplus does have 
many offline store outlets, but they want to adjust the times so that they make an 
online version of the store, Periplus.com. 
This study aims to determine the effect of Enjoyment, Perceived Usefulness, 
and Perceived Risk on Purchase Intention through Perceived Value to Periplus.com 
consumers. This study uses causal research. The sampling method uses non-
probability sampling and applies a purposive sampling technique. The sample used 
was 160 respondents to Periplus.com site visitors in Surabaya. The data collection 
tool used is a questionnaire. The data analysis technique uses the Structural 
Equation Model (SEM) using the LISREL program. 
The results showed that Enjoyment has a positive and significant effect on 
Purchase Intention, Enjoyment has a positive and significant effect on Perceived 
Value, Perceived Usefulness has a positive and significant effect on Perceived 
Value, Perceived Risk has a negative and significant effect on Perceived Value, 
Perceived Risk has a negative and significant effect on Purchase Intention, and 
Perceived Value have a positive and significant effect on Purchase Intention. 
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